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Over 15 Years of Institutionalization Work 

Published 2004 

Published 2001 

Published 2014 
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The HFI Framework TM Version 7.0                   User Experience For a Better World 

PET = Persuasion, Emotion, and Trust 
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The Process… 

Expert Review Competitive Review User Research 

Unsecure Site Secure Site 

Standards 

Digital Strategy 
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        Apr 2011 to Mar 2012 
        Apr 2012 to Jan 2013 

2615 

169 

2784 

7078 

295 

7373 

2300 
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2442 

1113 

269 

1382 
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Registered user 

Unregistered user 

Total 

Extremely likely Likely Maybe likely Not at all likely No Response 

Advocacy 

1086 

52 

1138 

1545 

67 

1612 

328 
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Extremely likely Likely Maybe likely Not at all likely No Response 

72% are Likely or Extremely 
Likely to recommend to a 
friend or colleague 

81% are Likely or Extremely 
Likely to recommend to a 
friend or colleague 

Likelihood of recommending the site to a friend or colleague 
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3181 

196 

3377 
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        Apr 2011 to Mar 2012 
        Apr 2012 to Jan 2013 

Time Spent / Visit  Higher = Better 

Pre Launch:  
3.60 

Post Launch: 
8.81 

Pre Launch:  
2.73 

Post Launch: 
7.66 

This metric measures the amount of time customers are spending on your site per visit. 
A higher number indicates that users are spending more time on the site and hence are more 

engaged 
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Time Spent / Visit – Comparison with other LI Websites 

Post Launch of the new website, BSLI moved from last 
to the top position 

0.0 
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Data Source: comScore – Global leader in measuring the digital world and the preferred source of digital 
marketing intelligency 
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Time Spent / Visit - Comparison with other Content Heavy Sites 
–  
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    The Times of India     LIVEMINT.COM BSLI - LI BSLI - MF 

Data Source: comScore – Global leader in measuring the digital world and the preferred source of digital 
marketing intelligency 
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        Apr 2011 to Mar 2012 
        Apr 2012 to Jan 2013 

Leads / 1000 Unique Visitors  Higher = Better 

Pre Launch:  
1.57 

Post Launch: 
4.38 

Pre Launch: 
5.50 

Post Launch: 
10.41 

The number of leads generated (Contact Us) for every 1000 unique visitors to the site. 
A higher number indicates that more users are converting (Contacting Us) 
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This metric represents the ration of key 
tasks performed online vs. offline. 
The goal is to increase the percentage of user 
coming to the online channels versus the 
offline channels 

Since launch, LI has seen a steady 
migration of key transactions from Offline 
to Online 

Migrating to Online – Life Insurance 

Update Contact Number 

Switch Funds Mode Change 

Online 

Offline 

Online 

Offline 

Online 

Offline 
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The Result of Multichannel Silos 



© 2014 Human Factors International, Inc. All rights reserved.  13 

Central UX Team 

This organizational structure should support corporate wide user centricity. 

UX Manager 

UX Technical 
Lead 

Vendor Management 
And Recruiting 

Project Interface 
and Logistics 

Project Manager 
UX Staff 

Mentors 

Innovation 

Strategy 

Accessibility 

Visual 
Communication 

New Markets 

Persuasion 

Infrastructure 
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Training 
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Counteracting the Dunning-Kruger Effect 

 Educate Educate  Educate 
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Knowledge Level Training 

Online or Train the Trainer 


